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Penelitian ini dilakukan untuk mengetahui pengaruh Brand Awareness, Brand Image 
terhadap Customer Satisfaction melalui Perceived Quality pada pengguna mobil 
Wuling di Surabaya 
 
Penelitian ini merupakan penelitian kausal. Teknik pengambilan sampel 
menggunakan non probability sampling dengan cara purposive sampling. Responden 
dalam penelitian ini adalah seluruh pengguna mobil Wuling di Surabaya, sedangkan 
sampel diambil sebanyak 170 responden. Data dalam penelitian ini dikumpulkan 
dengan menyebarkan kuesioner dengan menggunak google form (online). Teknik 
analisis data yang digunakan adalah Structural Equation Modelling (SEM) dengan 
menggunakan program LISREL 
 
Hasil dalam penelitian ini dapat disimpulkan bahwa: Brand Awarness berpengaruh 
positif dan signifikan terhadap Perceived Quality, Brand Image berpengaruh positif 
dan signifikan terhadap Perceived Quality, Perceived Quality terhadap Customer 
Satisfaction, Brand Awarness berpengaruh positif dan signifikan terhadap Customer 
Satisfaction melalui Perceived Quality, Brand Image berpengaruh positif dan tidak 
signfikan terhadap Customer Satisfaction melalui Perceived Quality pada pengguna 
mobil Wuling di Surabaya. 
 






THE INFLUENCE OF BRAND AWARENESS AND BRAND IMAGE ON 
CUSTOMER SATISFACTION THROUGH PERCEIVED QUALITY IN WULING 




This research was conducted to determine the effect of Brand Awareness,Brand 
Image of Customer Satisfaction through Perceived Quality to Wuling car users in 
Surabaya. 
 
This research is causal research.The sampling technique uses non probability 
sampling by purposive sampling.Respondents in this study were all Wuling car users 
in Surabaya,while the sample is 170 respondents. Data in this study were collected by 
distributing questionnaires using Google form (online). The data analysis technique 
used is Structural Equation Modeling (SEM) using the LISREL program. 
 
The results in this research can be concluded that:Brand Awarness has a positive and 
significant effect on Perceived Quality,Brand Image has a positive and significant 
effect on Perceived Quality,Perceived Quality of Customer Satisfaction,Brand 
Awarness has a positive and significant effect on Customer Satisfaction through 
Perceived Quality,Brand Image has a positive and not significant effect on Customer 
Satisfaction through Perceived Quality on Wuling car users in Surabaya. 
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